Abstract: E-government construction requires technical development and implementation solutions from private sector in the country.
Introduction
E-government should establish, promote and enhance the idea of e-tourism as a business to the private sector in order to conduct it in a wide manner to improve the tourism in the country and to improve its contribution to the nation"s economy. Since, travel motives are attached with destination attributes. The chosen destination or site for a specific holiday or leisure activity has to meet with the motivational demands and provide satisfactory experiences for the person in order to be successful. However, destinations appeal to tourists for certain reasons, including their scale, uniqueness, service… etc. (Hall, 2005) . Whereas, the respective destination attributes combination with travel motives results in a destination"s specific attractiveness and more effect in behavioral intention to visit and this motivations are changing with more experience with travel and "selfdevelopment" and "nature seeking" increases with travel experience. (Stefan et al., 2011) . Tourists usually looking for better cost/value ratios and new applications, activities, nature … etc. which brings the terms like "new tourist" "new tourism" and "new tourism products" to the new innovative tourism practice (Pirnar et al., 2010 (Scott et al., 2012) . However, there is a lack of available studies in governmental rules and relationship between e-government and e-tourism research through the impact of ICT in assessing long-term behavioral intention changes on tourist awareness, activities, satisfaction and destination choice. It is obvious, however, that reductions in global or regional GDP resulting from several aspects affecting tourism or tourists would reduce consumer discretionary wealth available and kept for tourism and have negative repercussions for future anticipated growth in tourism demand (Hall, 2010a ).
Literature Review

"Novelty and familiarity play an important role in tourists'
perceptions, and these have been regarded as contrasting concepts for a long time" (Masaki & Yuichi, 2012; p10). Generally, novelty is defined as the contrast degree between perceptionsof present and experience of pastwhere it is possible to understand that tourists seek to experience something novel through and by their travel. Indeed, novelty-seeking is the main central travel motivation component that influences tourists" decision-making process. Hence, this novelty dimension should be treated as a new experience but not necessarily as new modern knowledge(Masaki & Yuichi, 2012). There are many types and kinds of novelty-seeking constructslike: thrill, adventure, surprise, and boredom-alleviation and tourists have several motivations and diversity of habits to seek for in their trip. Therefore, novelty-seeking relates to varietyseekingthat is the tendency for tourists to switch away from a normal familiar choice made on the most recent and novelty-seeking has a positive impact on satisfaction (Assaker et al., 2011 Novelty is usually illustrated as a characteristic that is dissipative where it gets used up in the enjoyment act through the habituation process. Since, tourists naturally tend to derive middle or less arousal and become less responsive to anincentive after long exposure with affluence rising levels, the consumer's search for novelty plays an increasingly important aspect in motivating their decision making and destination choose (Masaki and Yuichi, 2012). Stefan et al. (2011) argued that not all motivational factors for travel are the same or equally important, with factors relating to novelty and other dimensions but there is little understanding of how this specific motivational factor of novelty-seeking may be affected by climate change.Denstadli, Jacobsen, and Lohmann (2011) also found empirically that inter-cultural differences specifically in novelty dimension in summer time weather preferences among some tourists who has typical different weather conditions such as rain, storms, sunny and snowthat play a significant role in tourist decision-making and responses to behavioral intention to visit and re-visit and in choosing a destination among others (Hall, 2008a; Hall, 2008b; Nilsson&Go¨ssling, 2012) . HoweverMoreno (2010), argued that tourists still want to travel to regions where climatic resources are expected to degradeor to damage.
In the current dynamic economy, fitter novelties become more dominant and important over time through selection and enabling more innovative ideas and activities in order to expand tourism market shares (Randelli, Romei and Tortora, 2014) . Hence, nations should take care of novel aspects in cities, beaches, historical regions and rural areas (SanagustínFons et al., 2011).Moreover, because more active members tend to be more attracted and influenced by novel destinations, this information could be furnished to specific destinations that are already heavily marketing to culinary tourists (Andreas, 2012). Tourist"s provision of the findings would help these destinations to put together more targeted, attractive promotions that would lure potential markets and enhance tourism sector in the nation (Liu, Norman Pennington, 2013) 
Research Methodology
The researcher sent questionnaire to 20 males and 20 females who are known as travelers in GCC. They are known as Arab Travelers Group. The survey was distributed directly to the respondents due to their high knowledge in tourism and tourist aspects. 17 males and 10 females responded to the questionnaire. This different maybe due to the GCC countries culture with females since they are less responding to several common surveys. At the end the researcher put a threshold of 10 from each gender in order to start the analysis
Findings and Discussion
After receiving the required answers to the questionnaire from each gender, the findings found to match the expectation and meeting the literature. Table 1 and Figure 1 Below furnishes all the percentages of respondents from each gender. 
Conclusion and Recommendations
This paper set to review existing studies for developing a major current uncertainties coherent outline and several research needs with regard to tourist responses to novelty dimension in tourist satisfaction. As has been shown, there is an increasing body of literature on the impacts of novelty on tourist behavioral in tension to visit and demand. Thus, tourism sector used in the world to enhance the economic and non-economic benefits for the local community (Kunasekaran et al., 2011 
